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"I will do all that is 
within my power to prohibit 
this awful vice the day that 
you can show me a single virtue 
which is capable of bringing 
120 million to the national treasury" 
Talleyrand 
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1.0 THE BRIEF 
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1.1 Background 

The Corporate Affairs Department at Philip Morris France was created 
in October 1991 to respond to the growing need for the firm to be an 
active participant in the formation of the rapidly evolving regulatory 
environment affecting the tobacco sector in France. 

The corporate affairs programme in France will incorporate and adapt 
certain separate global Philip Morris communications programmes such 
as ETS. In Europe, these company wide programmes will be 
coordinated from Brussels after approval from corporate headquarters 
in Lausanne and New York. 

Specifically, in regards to ETS, the European programme has been 
developed, but there is not yet a French programme that has been 
adapted to the French mentality and situation, nor is there an on-going 
monitoring system to allow Philip Morris to be proactive in its responses 
to the changing regulatory and social framework in the country in which 
it does business. 

The establishment of the French programme is taking place in a 
particularly difficult national context. The existing interest groups and 
campaigns that have been undertaken up until now were unsuccessful 
in warding off the "loi Evin", which prohibits “all propaganda or publicity, 
direct or indirect, in favour of tobacco or tobacco products as well as 
their free distribution." In addition,the law specifies that the "price of 
tobacco will not be included in the calculation of the consumer price 
index after 1 January 1992." Sponsorship activities will be precluded 
in the same fashion. 

There are two principal pro-tobacco lobbies in France: the AFFCC 
(Association des Fournisseurs Communautaires de Cigarettes) and the 
CDIT (Centre de Documentation et d’lnformation sur le tabac), but they 
have been relatively ineffective to-date. In addition, their interests and 
that of SEITA do not always coincide with the interests of Philip Morris, 
as an importer into France. 
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1.2 The Brief 

in recognition of this difficult national situation, and the inadequate 
responses to anti-tobacco forces to-date, Philip Morris has asked Ruder 
Finn to prepare a preliminary proposal responding to its concerns in 
four principal areas: 

• Establishment of an Overall Corporate Affairs Programme 
for France 

The objective would be to create an overall corporate affairs 
programme as a framework for and interface with global Philip 
Morris ETS and Media initiatives. Philip Morris has asked that 
Ruder Finn’s proposal take into consideration initiatives that could 
include the establishment of a broad-based institutionalised lobby 
in France; the potential formation of an independent institute or 
or commission. 

- Adaptation of the Global ETS Programme to France 

This programme will be based on and coordinated with the 
European ETS programme but be very specifically responsive 
to the current critical situation in France. 

- Specialised Media Relations 

Philip Morris France wants to establish an accurate and 
interested media infrastructure and programme that can be 
responsive to the different initiatives undertaken in the 
programme (ETS, Corporate Affairs, Sponsoring). It will be 
constructed so as to be able to reach the varied audiences that 
are important to Philip Morris in meeting its objectives in France 
and in Europe. 

In this regard, Philip Morris has asked Ruder Finn as a first step 
to identify precisely a target journalist list and the themes that 
are likely to interest them the most. 

- Long and Short-term Potential for Sponsorship Activities 

Given the paramaters of the "loi Evin”, what would be the most 
effective response in this area in the short and long-term? What 
will be the most likely, if any, margins of maneuver within the 
application of the law? How can Philip Morris have a say in 
determining the most accomodating interpretation? 
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1.3 The Proposal 

In response to this request we have structured our proposal as one 
comprehensive reflection on the corporate affairs programme with 
independent but integrated specific module proposals for the ETS 
initiative and the establishment of a media infrastructure and specialised 
media activities. 

We would hope that you would consider this proposal as preliminary and in 
outline fortn.We would want to develop it in greater detail with you once we 
are more familiar with Philip Morris’ existing activities and corporate structure 
in France and the scope of activities you wish to pursue in the context of the 
corporate affairs programme. 
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2.0 THE CONTEXT IN FRANCE 

As opposed to the United States, the current legal and political context and 
press attitudes do not reflect the actual popularity of smoking as a habit in 
France. The smoker is not an exception and is the more typical, respected 
profile than the non-smoker. U.S. attitudes are considered extreme. A 
prominent French sociologist has been quoted as saying on return from a 
visit to the U.S.: “Americans are crazy. Pretty soon they are going to have 
restaurants with ’eating and non-eating sections.’" That is why the passage 
of the "loi Evin" should not only be considered a failure for tobacco interests, 
but also, completely out of phase with current social behavior. 


2.1 The French Smoking Population 

In France, unlike the United States, smokers are not social outcasts. 
The illness and death arguments used in anti-smoking campaigns have 
little effect on smokers and in particular young people. In the United 
States, however, smokers are socially unacceptable. Paradoxically 
legislation is much more restrictive on advertising and sponsoring in 
France than in the United States. 

40% of the French over 15 years smoke (a percentage which has 
remained unchanged for 10 years, while the European average is down 
0.7% and the US by 1.1%) and women are smoking more and starting 
at an increasingly early age. The differences between the social and 
economic strata became accentuated between 1980 and 1988. Male 
executives are smoking less and female executives are also beginning 
to smoke less. 30% of smokers are heavy smokers (more than 20 
cigarettes a day). (Tempo Medical, 24 October 1990). 

Experts draw attention to the problem of the increase in tobacco 
consumption amongst young people. The surveys have been the same 
for years: the percentage of 20 year old smokers is at least 50% (Le 
Figaro, 17 September). This is particularly true of young women. (Le 
Concours medical, 15 November 1986). 

The discomforted and stressed non-smoker is still considered as a 
fanatical trouble-maker when strongly defending his right for fresh air. 
The EEC’s objectives for 1995 include increasing the amount of 
European non-smokers to 80%. 57% of the French would be in favour 
of banning smoking in restaurants every other day (Louis Harris 
survey). 
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2.2 The 

A cigarette represents 74% in taxes with 20% of the price going 
to the producer and 6% to the nist. A decrease in consumption 
would inevitably diminish this windfall to the government. As a 
result of excluding the cigarette from the price index, the prices 
, could be increased and therefore, indirectly, the taxes. This 
0 appears a fair taxation, smokers financially contributing to repair 
' ) the damage caused by smoking. 

A decrease in sales would also mean a decrease in production 
effecting 18 000 small producers for whom tobacco represents 
between 30% and 60% of their gross income. In France, the 
turnover for this sector amounts to 1 billion francs. 

In addition there are also 40 000 tobacconists, with a global 
turnover of 39 billion francs and tobacco accounts for nearly an 
annual 1 billion francs on the indirect advertising market 
Tobacco sponsoring in fact amounts to 400 million francs and 
advertising 313 million (250 of which is spent on the press). 

SEITA has 8 000 employees in its processing, production and 
research centres and brings in more than 20 billion francs a 
year, indispensable to the State. 

Alternative activities, are therefore difficult to envisage in France 
unlike in the United States where tobacco industries have started 
to turn to other sectors, notably food, in order to curb substantial 
profit losses. 
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2.3 ETS: Analysis of the French Press 

On 9 July 1976 Simone Veil announced the ban on advertising 
for television, radio, posters and in public places... and smoking 
in trains was restricted to less than 50% of the total space (in 
fact, in 1981 one third of the compartments in SNCF trains were 
for smokers) (Le Point, 16-22 April 1990). This government 
regulation was completed by the 12 September 1977 and 21 May 
1980 measures extending restrictions to all public transport 
vehicles. 

The 12 September 1977 regulation already banned smoking in 
state or private schools and colleges, aimed specifically at pupils 
under 16 years and in all public places where this practice could 
be a health hazard. This regulation is the application of the Veil 
law of 9 July 1976 even if the law is difficult to enforce in high 
schools. Young people under 14 years of age appear to be 
those most receptive to information on the dangers of tobacco 
(Le Figaro, 17 September 1987). 
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RUDER-FINN 

In 1989 the Minister of Health at the time, Michele Barzach, put 
forward a regulation banning smoking in schools. 

Smoking was banned on Air Inter flights as of 1 March 1990 (Le 
Figaro, 11 February 1990) following a survey in 1988 which 
proved that 90% of travellers were in favour of this. This 
decision followed similar bans by other airlines such as SAS. Air 
Canada took a step backwards, however, and allowed smoking 
on flights longer than 6 hours. 

85% of the French would favour a ban on smoking in public 
places and the anti-tobacco campaign is approved by 90%. The 
majority of smokers themselves share these opinions (R.G.S. N° 
93 April 1990). 

The same phenomena is true for military quarters, but no 
company has yet dared to ban smoking on its premises. 
McDonald’s is the only one to have anticipated a ban (Le Point, 
16-22 April 1990). 

In the United States, companies are authorised to control the use 
of tobacco and have the right to dismiss offenders, employ non- 
smokers and offer detoxification treatment. 80% of the States 
restrict the use of tobacco in enclosed public places... (R.S.G.). 

If the harmfulness of the Environment of Tobacco Smoke (ETS) 
to children has already been clearly demonstrated, it remains 
difficult to prove as far as adults are concerned. Eighteen 
studies have been devoted to the relation between ETS and lung 
cancer. Many of them are contradictory even if doctors suspect 
ETS of favouring lung cancer in adults (Le Point, 16-22 April 
1990). 


2.4 The "loi Evin" and Its Results 

The "loi Evin" was voted on 12 January 1991 following 
propositions from Professors Gerard Dubois, Claude Got, 
Frangois Gremy, Albert Hirsch and Maurice Tubiana on the 
struggle against nicotine addiction, alcoholism, and medicine 
overdoses. As far as tobacco was concerned, the project was 
simple: a 30% increase in prices and a total ban on advertising 
(Le Monde, 14 November 1989). It aims at banning by 1 
January 1993 all forms of publicity for tobacco and tobacco- 
related products as well as their free distribution and, as from 
1 January 1992, the inclusion of the price of tobacco in the 
calculation of the consumer price index... This law could, 
however, be made more flexible by the amendments to be 
discussed in the Senate. 
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Up against each other now are the true lobbying professionals: 
on the one side the "five wise men" at the core of the project 
and the government; on the other side the tobacco and 
advertising industries. Without mentioning all the anti-tobacco 
lobbies which have been holding sway during the past few years 
(see 2.3). 

, There are 40 000 tobacconists in France. The tobacco planters 
founded the ’Amicale tabaccole’ under the Presidency of Paul 
I Duvalleix, Deputy for Dordogne (not very active). The lobbyist 

I Olivier ie Picard defends their interest. Tobacco sponsoring 

I amounts to 400 million and advertising budgets 313 million (250 
million out of which is spent on the press) (Le Point, 16-22 April 
1990). 


2.5 The anti-smoking and pro-smoking pressure groups 
AGAINST 


CFES = Comite frangais d’education pour la sante has been 
active since 1979 and in particular with its educational material 
aimed at school children 

Comite National contre le Tabagisme 

. Comite National contre la Tuberculose et les Maladies 
Respiratoires 

. Federation Nationale de Cardiologie 

. Ligue contre la Fumee du Tabac en Public 

Ligue Nationale Frangaise contre le Cancer 

Comite d’Education Sanitaire et Sociale de la Pharmacie 
frangaise 

. Tabac-Environnement 

. Local initiative: Besangon’s campaign "le tabac, c’est plus ga“... 


FOR 


CDIT : Centre de Documentation et d’lnformation sur le Tabac 

AFCC : Association des Fabricants Communautaires de 
Cigarettes - Campaign "La liberte, c’est reciproque". 
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3.0 PHILIP MORRIS: OBJECTIVES OF THE CORPORATE AFFAIRS 
PROGRAMME IN FRANCE 
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PHILIP MORRIS: THE CORPORATE AFFAIRS 

PROGRAMME IN FRANCE 

In a summary fashion, one could say that a simple objective is to avoid the 
possibility that the" New York syndrome" becomes the natural outcome of the 
"loi Evin." In this same optic one must be realistic about the expectations from 
any lobbying efforts. It is clear and inevitable that their will only be increased 
regulation of tobacco over time. What is important in the current context is 
limiting the extent to which the "loi Evin" is applied and moderating its 
interpretation and in the long term avoiding the cigarette smoker "pariah" 
syndrome of the United States and future regulation concerning ETS. 



From our initial review of the situation and our discussions with you, 
we would group your objectives in two categories: 

3.1 Overall Objectives 

The general principals that should underlay all initiatives would 
include the following: 

.- shifting political and media attitudes to more accurately 
I reflect the social practice concerning smoking in France 

positioning Philip Morris as a concerned French citizen 
and a resource for factual information on both sides of the 
debate (for use by other institutions), highlighting its 
scientific activities and efforts to protect the environment; 
concern for health, youth and the quality of life in general. 

establishing a capacity for management of and 
participation in the on-going debate in France on the 
question of smoking. 

establishing a discrete, credible and effective voice and an 
institutionalised lobby (or more than one over time) to 
defend its interests without being visible as Philip Morris 

ensuring a proactive influence on legislative, regulatory and 
grass roots initiatives as they develop in order to extend 
the time frame and environmental space for smokers in 
France 

avoiding the debate and specific focus on smoker interest 
versus the general public. This debate has had a 
"boomerang effect" in France, rather than increasing 
sensitivity, the smokers versus non question tends to 
f annoy people. In sum, avoid direct confrontation on the 
issue and place the debate in the context of broader 
discussions. 
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mitigating against the sense of isolation of smoking 
interests 




avoiding dogmatism and capitalising on the French sense 
of individualism and liberty without being obvious. Recent 
campaigns on individual rights in this context have not 
been successful. Individualism is a valid theme but it has 
to be spontaneous in France and not orchestrated. 

allowing Philip Morris to exist outside the context of the 
smoking debate 


3.2 Current Specific Objectives and Initiatives 

Second, certain specific initiatives have already been identified 
by Philip Morris France as being immediate priorities for them 
and for the global programme. They include the foilowing: 
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3.2.1 Creation of a Corporate Affairs Infrastructure and 
Programme for France 

3.2.2 Adaptation of the European ETS Programme to the 
French Context: Establish the verities on 

3.2.3 Preparation of a Multi-disciplinary Core Media Group 

I 3.2.4 The Immediate Design of a Coalition Third-party 

I advocacy lobbying programme on the implementation 

| of the "loi Evin" 

| 

i 

T 

I 

f 

i 


! 


i 




Corporate Affairs Programme 

Philip Morris France - February 1991 12 


fO 

cn 

o 

o 


ro 


O 

co 

>0 

cn 



Source: https://www.industrydocuments.ucsf.edu/docs/zzglOOOO 







RUDER-FINN 


4.0 TARGET AUDIENCES SELECTED FOR THE CORPORATE AFFAIRS 
PROGRAMME IN FRANCE 
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TARGET AUDIENCES SELECTED FOR THE CORPORATE AFFAIRS 
PROGRAMME IN FRANCE 


As far as the general communications programme for Philip Morris in France 
is concerned, four target groups have been identified: 


4.1 Economic 


These are the groups which would be economically disadvantaged by 
a decrease in the consumption of cigarettes or by the measures 
concerning EPS and the ban on all tobacco advertising. They include: 

The tobacco producers (18 000 in France) 

The tobacconists (40 000) 

. Manufacturers of cigarettes or other tobacco products 

(400 million francs per year) 

Editors or other advertising mediums (313 million francs 
per year including 250 for the press) 

Restaurants 

Companies for ETS (architects, unions, construction 
companies) 

Transport companies (train, airlines, maritime) 
Passengers 
. Employees 


4.2 Opinion Leaders 

This represents all those who, directly or indirectly, have an influence 
on the subject of tobacco and convey their opinions to the general 
public: 


Economic, social/health and scientific journalists 

Anti- and pro-smoking lobbies (see 2.4) 

French personalities such as Denis Tithinac (writer) who 
declared himself against advertising or Jean Le Garrec 
(Deputy in North France) "It is forbidden to forbid" or even 
Jean Dutourd (Academie frangaise). 

Smokers 
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4.3 Government 

This will be the final target of a tobacco lobby. 

The parliament 

The Ministry of Health, the Ministry of the Budget, the 
Ministry of Finance, the Consumer Ministry 

4.4 Scientific 

This includes: 

Doctors - General Practitioners and Specialists 
Journalists specialised in the health sector 
Scientists in sectors bordering on tobacco 
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5.0 THE CORPORATE AFFAIRS PROGRAMME - FRANCE 
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5.0 THE CORPORATE AFFAIRS PROGRAMME - FRANCE 

5.1 STRATEGIC: Establishing a Strategic Framework, 
Positioning, Identification of Allies and Key Decision Makers 
and Opinion Formers 


5.1.1 Establishing a Strategic Framework 

The first and most basic responsibility and priority for the 
Corporate Affairs Programme will be to establish the overall 
objectives and strategic framework for all of Philip Morris’ 
corporate affairs activities in France. The central coordination 
by the Corporate Affairs department will ensure a cohesive 
message (positioning) and tone across all Philip Morris activities 
and will provide centralised resources for all aspects of the 
programme, including ETS . 

Corporate Affairs activities at Philip Morris should involve both 
direct (dealing specifically with the legislative and infrastructure 
and in-direct (grass roots efforts that involve broad-based 
consensus-building and creating a favourable environment for 
decision-makers to respond positively to Philip Morris’ position) 
lobbying. 


5.1.2 Issues and Image Positioning for Philip Morris France 

If it does not exist already, a positioning audit should be carried 
out on the image of Philip Morris France to help define the 
appropriate positioning for Philip Morris and to elaborate a basic 
positioning statement to be used in all corporate communications 
initiatives. 


5.1.3 Identification of Allies and Key Decision Makers and Opinion 
Formers 

An additional key initial step in the establishment of public affairs 
and lobbying programmes is identification of allies, particularly 
those that are non-tobacco-linked. The other essential side of 
the equation is identifying the decision-makers and those who 
influence them for each issue to be treated in the lobbying 
programme. 
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5.2 STRATEGIC: tM^cfiMce of Tone and A Third Party 
Context 

The success or failure of Philip Morris’ lobbying effort will depend 
entirely on two factors: strategy and tone. The sensibilities 
concerning this issue are such that an error in tone could cause 
such a significant backlash or resistance as to undermine the 
best strategic efforts. 

Some initial recommendations concerning tone include the 
following: 

be informative, open, a resource 

all communication should be discrete, but credible, factual 
and authoritative 

disinformation should be confronted with direct factual 
rebuttal and third party collaboration 

confrontation should be avoided- the public should not be 
pushed into a corner on the smoking issue 

defense of issues surrounding tobacco needs to be done 
in a third party context - non-tobacco linked experts, 
sources need to speak on behalf of tobacco interests. 

take the initiative in education programmes informing 
young people about the risks of smoking 


5.3 STRATEGIC: Priority Areas of Activity and Concerned 
Sectors 

Our' initial recommendation is that the principal focus of the 
corporate affairs programme be in the following areas: 

Economic and Fiscal: Questions of Pricing, taxes 

Impacted sectors: agriculture, transportation, restaurants, 
construction 

Advertising: print, electronic 
ETS' 

Sponsorship 
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In this overall context, the first phase priorities for Philip Morris 
France should be specific elements of the "loi Evin," defining 
vulnerabilities for repeal and limiting scope of interpretation of 
the application of the law. According to our initial 



5.4 OPERATIONAL: Basic Programme Elements and 
infrastructure 


Although the ETS programme will be treated by a separate 
proposal (6.1), it will be considered in the initial strategic planning 
and brainstorming sessions that will be organised to set up the 
internal and external corporate affairs programme. It is important 
to ensure that ETS activities complement and reinforce other 
French activities 

Outlined below are the basic elements recommended for a 
Corporate Affairs Programme in France. 

ON-GOING RESOURCE ACTIVITIES: 

On-going resource activities in the Corporate Affairs programme 
would include the following: 

5.4.1 Comprehensive and Proactive Monitoring Programme 

Ruder Finn will put in place a comprehensive and 
- proactive monitoring programme that, will cover legislative 
and regulatory initiatives as well as public opinion, media, 
pressure groups and such on a national, regional and 
local level. 

5.4.2 Preparation of Position Papers and Arguments 

Ruder Finn will work with Philip Morris France to identify 
key current and anticipated policy issues or sectoral 
questions for which the firm has a position that it would 
like to have defended or expressed either by third parties 
or its own spokes people. We can provide economic 
impact studies, opinion research and other support 
services for advocacy campaigns. 
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5.4.3 Internal Communications 

Once Philip Morris France is agreed on its positioning and 
strategy, it is essential that this be communicated 
internally, because even on-an unofficial basis, employees 
are the first line of external communication. This would 
normally be taken care of by the Internal Communications 
Department in cooperation with Corporate Affairs. 

5.4.4 Identification and Training of Philip Morris and Third- 
Party Spokespersons 

internal and external spokespersons and experts should 
be identified to speak on behalf of the company and 
specific issues. Training should be provided on the 
general subject on an as need basis according to the 
situation. Issues briefings can be carried out by the 
Corporate Affairs Department and their external 
consultants. 

5.4.5 Materials Development 

Special issues-related corporate affairs materials will be 
developed as appropriate. 

5.4.6 Crisis Communications 

In one sense, active lobbying campaigns are, in part, 
exercises in crisis communications, but an overall plan 
should be in place at Philip Morris that can be integrated 
into Corporate Affairs activities 

5.4.7 Decision-Makers Information and Networking 
Programme 

As part of the programme, Ruder Finn will help Philip 
Morris put in place a multi-disciplinary information and 
networking programme. It is important that this be a 
broad-based on-going process so that the right people are 
informed in advance on issues so that their cooperation 
can be assured in times of crisis. 

Activities would include one-on-one meetings and briefings, 
round-tables, retreats, and such. 
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SPECIAL INITIATIVES: 



The essential idea behind the creation of the Quality of Life Fora institutes, is 
to diffuse the focus on tobacco as an isolated issue and to generate a centre 
(with smaller branches in provincial cities) for balanced research and 
discussion on quality of life issues. The advantage of this type of umbrella 
concept is that within the framework of these fora or institutes one would be 
able to: 

identify the criteria, priorities of the general public on issues 
concerning their quality of life 

serve as a credible fora for experts from different disciplines to 
meet and work together on diverse issues 

allow smoking as a positive criteria in the quality of life to surface 


0 generate several type of products/output: scientific research 
projects, polls, round-tables, school education programmes, 
scholarships, etc which would allow discussion of the ETS and 
other tobacco-related issues in a broader concept 

The forum or institute would be staffed by independent experts with a board 
of advisors from different sectors of French leadership. 

° receive financing from diverse sources so as not to be uniquely 
identified with Philip Morris 
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MAJOR MODEL SPONSORING PROJECT 


Whatever the final parameters of the "loi Evin, 1 ' concerning sponsoring, there 
are at least two compelling rationale for Philip Morris to undertake a major 
sponsorship project for 1992: 

° One, with the scenario that this type of model operation would 
serve to push forward the frontiers of interpretation of the 
sponsoring section of the low to allow responsible projects to be 
undertaken. 

° Two, with the scenario that sponsoring is completely prohibited 
for tobacco interests, it would allow Philip Morris to have a major 
"user-friendly" event that would serve as a model for future 
sponsorship guidelines and leave a positive impact on the 
companies contribution that would serve for building initiatives 
in other domains 


Any project we would propose would be carefully researched to correspond 
to current dimensions of the law, liberally interpreted. The sponsoring 
operation, itself, would be positioned to assist in some area of social concern 
(not linked to tobacco) and have an on-going benefit beyond the launch 
event. In France, there is ample room for development of the sponsorship 
concept to the same dimension of some of the major projects that Philip 
Morris and others that have undertaken in the U.S. Philip Morris could 
become a leader in this increasingly important activity. 
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6.0 THE PLAN OF ACTION AND POSSIBLE PROPOSITIONS 
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6.0 THE PLAN OF ACTION AND POSSIBLE PROPOSITIONS 

6.1 The ETS programme In France for 1991 

Interviewing the European ETS programme for Philip Morris, we have 
been able to identify those actions which will be the most effective, 
taking into account French mentality,. We have restructured the targets 
into four groups: 

. Economic 

Scientific 

. Leaders of Opinion 

. Government (this is already the subject of the previous section 
on the setting up of a "tobacco lobby"). 

In this section we will not examine the background study and the 
strategies to be adopted for each group, as this has already been 
carried out in Philip Morris’ 1991 European communications plan. We 
will focus our analysis around the choice of actions for the French 
market in 1991. The proposed actions will not be exhaustive but will 
give an initial idea of how the European programme can be adapted 
to suit France. 

The actions are organised by target groups and are presented in the 
form of the detailed table on the following page. 
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CIBLE ECONOHIOJE 


OBJECTIF 


ACTIONS ENVISAGEABLES 


• LES LIEUX DE TRAVAIL 

-* Les chefs d'entreprise 
*♦ Les syndicats 

*♦ Les journalistes 6conomiques 
-» Les leaders d‘opinion 
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• Eviter l 1 interdiction totale dans 
les lieux de travail et le syndrome 
am4ricain de discrimination du fumeur 

• Positionner Philip Morris comme une 
source d 1 information et un interlocuteur 
valable 


• Une campagne de publicity sur le thfeme “la courtoisie, c'est partagy" comme cela a 6t6 
le cas en France, n'est pas forc&nent la meilleure fapon d'aborder I'ETS. Un ras-le-bol 
g4n6ral des campagnes anti tout autant que pro-tabac Emerge actuellement en France. Les 
journalistes interview's se sont fait l‘6cho de cette position. 


• Etude g£n6rate sur le comportement du personnel en cas d*interdiction totale de fumer 
dans le lieux de travail. Cette 6tude pourrait £tre r^alis^e dans dix groupes franpaiS 
importants (par exemple: Renault, EDF, BSN, CGE et Rhdne-Poulenc) et mettre en avant le£ 
implications yconomiques (productivity), sociales et environnementales d'une interdictiont? 
Cette ytude pourrait etre financ4e en partie par les entreprises visit£es. E 


• Cette ytude serait le point d'ancrage pour des s&ninaires organises, conjointementfl 
avec le CNPF par exemple, avec les chefs d'entreprise et la presse yconomique sur le th&rig 
“La quality de la vie au sein des entreprises franpaises". Ce syminaire pourrait fair^ 
ygalement l 'objet d*une brochure explicative et d'une vidyo h envoyer aux chefs d'ent reprise 
dont la base serait I'ytude de comportement du personnel dycrite ci-dessus. 




• Les conclusions de cette ytude pourrait etre divulguyes & la presse yconomique et sociale 
et aux chefs d‘entreprises (mailing direct) et faire l*objet de diffyrentes 
publications/brochures ou vidyos avec des ryponses apportyes par Philip Morris sur la 
meilleure fa$on d'aborder cette question dans l'entreprise. 

• Articles placys dans la presse yconomique et sociale sur le th&ne : "Accepteriez-vous 
d'etre un pari a au sein de votre entreprise ?" 

• Des opyrations vis-S-vis des syndicats (rencontres, table ronde) sont ygalement 
nycessaires. Les nygliger pourrait les rendre hostiles. 
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CIBLE ECONOMIQUE 


OBJECTIF 


ACTIONS ENVISAGEABLES 


• LES RESTAURANTS 

-* Journal istes 4conomiques 
-* Restaurateurs 
Associations 


JtfrOZtOOSZ 




• Offrir aux restaurateurs une alternative 
face d l 1 interdiction totale 

• Positionner PM comme un partenaire de 
r6f£rence et un expert en mati&re de gout 


• Faire une 6tude precise dans les restaurants (ou h la sortie) des consequences d'une 
loi sur l*ETS dans les restaurants en termes de fr£quentation dans le cadre de l*6tude 
generate sur la qua Lite de la vie en France. 


• Faire un tour des principaux restaurateurs de Paris et de la Province et notamment des 

restaurants les plus prestigieux (Lucas Carton, Maxim's, Robuchon, les trois Gros) pour 
mettre en avant les consequences economiques d'une loi sur l'interdiction de fumer dans 
les restaurants franpais sur la base de l'etude. Realisation par la force de vente de Philip, 
Morris. £2 

• Organiser une operation de mailing direct aux restaurateurs franpais (liste & identifier 
precisement) et aux associations de restaurateurs. 

• Organiser differentes conferences avec I'appui des associations lors des nombreux salo@ 
de la restauration/hotellerie et disposer d'un stand Philip Morris au sein duquel l§£ 
conclusions de I'etude ainsi que des solutions pratiques pour resoudre la question 
trouveraient sous forme de brochures. 



• Organiser une table ronde sur le sujet avec des restaurateurs illustres et des 
journalistes de la presse 6conomique et specialises cuisine/vins pour mettre en avant les 
consequences d'une loi d' interdiction (une association regroupant de ceiebres journalistes 
amis du cigare se reunit par exemple tous les mois). 


* Inciter les associations de restaurateurs h s'allier et limiter les applications d'une 
loi sur l 1 interdiction de fumer dans les restaurants. Cette incitation peut se faire 
entre Philip Morris et ces associations sous la forme de rencontres et articles dans les 
publications des associations. 
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CIBLE ECOWOHIQUE 


06JECTIF 


ACTIONS ENVISAGEABLES 


• LES TRANSPORTS • Minimiser l 1 interdiction totale de fumer 

dans les transports (en France, certaines lois 
-*■ Compagnies de transport sont dejS en cours) 

(Compagnies aeriennes, chemins* D^montrer les consequences economiques 
de fer, bateaux) d'une interdiction totale 

*♦ Syndicats 

Journalistes economiques 
•+ Passagers 

• R<§aliser une etude (toujours dans l* intitule : cadre de vie de la France) sur les 
consequences economiques et sociales d'une interdiction de fumer dans les trajets & grande 
distance et la sensibilite du passager face 6 cette interdiction. Cette etude pourrait 
etre realisee en coordination avec les compagnies franpaises (Air France et SNCF notamment) 
et les passagers pourraient remplir un questionnaire lors de leur voyage. 


• Les conclusions de cette etude demontrant le consensus des voyageurs pour une separatiS 
fumeurs/non fumeurs seraient d4voiiee h la presse economiques et pourraient faire l*obj& 
d'une brochure et video sur la meilleure maniere d'aborder cette question par uffi 
ventilation appropri4e. Ces brochures ou Lett res seraient envoyes egalement aux dirigeaaiL 
des compagnies de transports pour mettre en avant les consequences economiques d'uite 
interdiction totale. 

z 

• Une conference pourrait etre organisee sur ce theme et mettraient face k face leg 
Compagnies tel les que Air Canada (qui a fait machine am* ere et permit finalement de fumer 
sur les vols longs courriers), d'autres compagnies aeriennes et des journalistes 
economiques. 



• Un tour de France en train (Danish IC-3) ou seraient invites les dirigeants de la SNCF, 
les journalistes, et quelques scientifiques pourrait etre organise pour demontrer 
I'efficacite des systemes de ventilation. 

• Publicite dans les magazines des compagnies aeriennes. 
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CIBLE ECONOMIQUE 


OBJECTIF 


ACTIONS ENVISAGEABIES 


• QUALITE DE L'AIR INTERIEUR 

*♦ Journalistes 
-» Ing£nieurs bat invents 
■» Syndicats 
-* Architectes 


4 COMMUNICATION INTERNE 


BIK)2T00S2 


• ETS n'est pas le seul responsable des 
probities concernant la quality de Pair 
int6rieur. 

• Une bonne ventilation peut Sliminer les 
sources de pollution intSrieure 


* R 6a User une 6tude 6conomique sur le cout r6el de la mise en place d*une ventilation 
adaptSe pour les entreprises et autres lieux publics et une 6tude scientifique sur les 
principales causes de "pollution" intSrieure dans les entreprises fran^aise. ETS ne doit 
pas apparaitre comme le seul responsable. 


• RSaliser une conference avec les ing6nieurs, entreprises et journalistes concerns sur 
les solutions & mettre en oeuvre pour respecter la quality de Pair intSrieur. 


• R 6a User un magazine sp6cifique qui seraient distribu6s aux ingSnieurs et 6 la profession 
concern6e par le probtdme. Certains interviews comme celle de Bouygues, ou d'autr^ej 
entreprises du bat invent pourraient faire I'objet d'un article dans ce magazine. 

70 


• Sensibiliser et 6duquer les cadres de PM 
sur les enjeux de l>ETS 


z 

z 



• Former les managers aux interventions 
devant les madias 


• Education des cadres de PM France h parler devant des cam6ras de t6l6vision (entrainement 
par vid6o) et devant des journalistes dans le cadre d'un s6minaire de formation avec de 
v6ritables journalistes. Les cadres sont places devant plusieurs types de situations 
(attaque, defense, ...). 
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CIBLE RELAIS D'OPINION 


• JOURNALISTES ECOjjOHlQUES 
ET SCIEHTIFIQUES 


• PERSONNALITES FRANCAISES 


• LES DROITS DES FUHEURS 


nvozioosz 


OBJECTIF 


ACTIONS ENVISAGEABLES 


• Positformer Philip Morris comme un 
diffuseur d*information valable 

• Cr6er un tissus de relations avec les 
journalistes en France 

• Voyage de presse & Neufchatel ou les Etats-Unis (voir developpement en 6.2) 

• Organiser r6gulifcrement des interviews avec les dirigeants de Philip Morris France 

• Envoyer r£guli£rement des livres ou articles sur les themes de la liberty individuelle 
aux journalistes les plus r6ceptifs 


• Cr6er un consensus autour des valeurs 
de la liberty individuelle 

• Identification des principales personnalites (comme Denis Tithanic, Jean Dutour 
sociologues, ecrivains, avocats et leur demander d*6crire regulifcrement des articles s 
ce theme. Les faire 6galement participer h des conferences ou col toques. 

• Publication d'un livre avec l 1 intervention de persomalit£s reconnues sur le theme 
cadre de vie et des liberths individuelles. 

* 

• Mettre en lumifcre la discrimination • D6bat public sur le th£me des libert6s individuelles k ta television par exemple avec 
vis-*& vis de fumeurs et la perte de des journalistes, entreprises, restaurateurs... 

la liberte individuelle 


Source: https://www.influstry'documerit's.uc 
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CIBLE SCIENTIFIQUE 


OBJECTIF 


ACTIONS ENVISAGEABLES 


• LA SCIENCE 

-♦ Journalistes specialises 

*♦ H4decins 

-*• Scientifiques 


sitozxoosz 


• Education des scientifiques sur les 
questions de PETS 


• Organisation de s&ninaires scientifiques sur le theme de PETS avec des personnelites 
de tous bords (m4decins, chercheurs et scientifiques). 

• Campagne de mailing direct sur PETS & direction des principaux mSdecins specialistes 
et g4n6ralistes. 

• Organisation d'entretiens personnalis4s avec les journalistes specialises sur la 
question. 


•i 
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6.2 Press Relations : recommendation for Philip Morris press trips 

6.2.1 The initial survey 

Philip Morris asked Ruder Finn to prepare a recommendation on press 
relations for 1991. These activities, apart from ongoing information, 
could take the form of a "study mission” in the United States or 
Neufchatel. 

Ruder Finn’s recommendation (cf. 6.2.5) aims at identifying those 
journalists most interested in the ’Tobacco" issue and those who are 
most likely to follow through with articles in the press. 

The journalists interviewed by Ruder Finn fit into the following two 
categories: 


. General Press (daily and weekly) 

. Specialised scientific and medical press 

Ruder Finn carried out its research in the following manner: 

. Identification of general and scientific journalists 
representing the major French daily and weekly 
newspapers (cf. 6.2.2) 

Interviewing the journalists in the form of a questionnaire 
aimed at gauging the interest of the journalists in the 
tobacco issue (cf. 6.2.3) 

Synthesis and analysis of the answers to the 
questionnaires (cf. 6.2.4) 

Recommendations of the journalists to include in a study 
mission 


dates, themes, identification and maximum 
number of journalists, location 
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6.2.2 Identification of kev journalists 


The journalists listed below have been selected from articles written during 1991. 


GENERAL PRESS 


SCIENTIFIC PRESS 


Jean-Yves Nau 

Daniel Garelik 

Frank Nauchy 

TEMPO MEDICAL 

LE MONDE 

49, avenue Hoche 

15, rue Falguiere 

75008 Paris 

75015 Paris 

Tel: 47 66 94 27 

Tel: 40 65 25 25 

Patrick Cotid6 

Serge Benaderet 

PANORAMA DU MEDECIN 

Anne Jeanblanc 

37, avenue des Champs-Elys6es 

LE POINT 

75008 Paris 

140, rue de Rennes 

Tel: 49 53 68 00 


75006 Paris 

Tel: 45 44 39 00 

Perso Anne: 47 74 88 75 


Marie-Ange d’Adler 

Mara N’Guyen 

LE QUOT1DIEN DU MEDECIN 

L’EVENEMENT DU JEUDI 

2, rue Ancelle 

2, rue Christine 

92521 Neuilly Cedex 

75006 Paris 

Tel: 47 47 12 32 

Tel: 43 54 84 80 

Docteur Monique Vigy 

D6sir6e Aziz 

Thierry Vigoureux 

SANTE MAGAZINE 

Michele Bi6try 

10,. boulevard du Parc 

LE FIGARO 

92521 NEUILLY S/ SEINE 

Josette Rousselet Blanc 

Tel : 47 47 64 88 

Genevieve Dousset 

Camille Kurz 

FIGARO MAGAZINE 

IMPACT MEDECIN 

37, rue du Louvre 

2, boulevard du Parc 

75002 Paris 

92521 Neuilly $/ Seine Cedex 

Tel: 42 21 62 00 

Tel: 46 41 33 00 

Jean-Pierre Bourcier 

Philippe Cousin 

SCIENCE ET VIE 

1, rue du Colonel Pierre Avia 

Eric Favereau 

75503 Paris Cedex 15 

LIBERATION 

Tel: 46 48 48 48 

11, rue B6ranger 

75154 Paris cedex 03 

Tel: 42 76 17 89 
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GENERAL PRESS 


SCIENTIFIC PRESS 


Jean-Michel Bezat 
LES ECHOS 
46, rue de la Bo£tie 
75008 Paris 
Tel: 49 53 65 65 

Frangois Charpentier 
Elisabeth Rochard 
LA TRIBUNE DE L’EXPANSION 
25, rue Leblanc 
75842 Paris Cedex 15 
Tel: 40 60 40 60 

Annie Kouchner 
Sylvie O’Dy 
G 6 rard Badou 
L’EXPRESS 
61, avenue Hoche 
75411 Paris Cedex 08 
Tel: 40 54 30 00 

Fabien Gruhler 
Anne Fohr 

LE NOUVEL OBSERVATEUR 

14, rue Dussoubs 
75081 Paris Cedex 02 
Tel: 40 28 34 34 

Sabine de la Brosse 

PARIS MATCH 

63, avenue des Champs Elysees 
75008 Paris 
Tel: 40 74 70 00 

C£cile D 0 II 6 
L’EXPANSION 
25, rue Leblanc 
75842 Paris Cedex 15 
Tel: 40 60 40 60 

Frangois Roche 
Michel Roland 
A POUR AFFAIRES 
59, rue du Rocher 
75008 Paris 
Tel: 43 87 37 88 

Olivier Postel-Vinay 
DYNASTEURS 
46, rue de la Bo 6 tie 
75381 Paris Cedex 08 
Tel: 49 53 65 55 


Michel Guennerin 
AVENIR ET SANTE 
~ 7, rue Godot de Mauroi 
75011 Paris 
Tel: 47 42 94 13 
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GENERAL PRESS 


I 

SCIENTIFIC PRESS 


Jacqueline Matte! 

Claire Bommelear 
L’USINE NOUVELLE 
59, rue du Rocher 
75008 Paris 
Tel: 43 87 37 88 

Genevieve Dupoux-Verneuil 
LE NOUVEL ECONOMISTE 
65, avenue des Champs Elysees 
75008 Paris 
Tel: 40 74 70 00 

Michel Bellaton 
LE DAUPHINE LIBERE 
Les lies Cord<§es 
38913 Veurey 
Tel: 76 88 71 00 

Franpoise Condat 

BIBA 

5, rue des Morillons 
75740 Paris Cedex 15 
Tel: 45 30 03 19 
Perso: 42 46 23 39 

Laurent Samuel 
CA MTNTERESSE 
31, rue Anatole France 
92304 Levallois Perret 
Tel: 46 39 20 00 

Sophie Drouault 
FEMME ACTUELLE 
73/75, rue La Condamine 
75017 Paris 
Tel: 42 94 67 67 

Josette Lyon 

MARIE CLAIRE 

11 bis, rue Boissy d'Anglas 

75008 Paris 

Tel: 42 66 88 88 

Catherine Lelfevre 

PRIMA 

73, rue de ia Condamine 
75017 Paris 
Tel: 42 94 67 67 
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Philippe Bornet 
VALEURS ACTUELLES 


11, rue d’Uzds 
75081 Paris Cedex 02 
Tel: 42 33 21 84 
Perso: 48 28 50 54 
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6.2.3 Survey Questionnaire 


The principle aim of the questionnaire on the following page was to 
identify the journalists most interested in the tobacco issue and ETS 
and to determine their open-mindedness towards this issue. 


Our recommendation is based on a simple concept: if the journalist’s 
answers to the questionnaire indicate a “lack of open mindedness 
towards the tobacco problem, a press trip initiated by Philip Morris, as 
cigarette manufacturers, will not change their negative opinion and will 
not result in an article. 
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QUESTIONNAIRE 


NOM DU JOURNALISTS 
JOURNAL: 

TELEPHONE: 


* * * 


1.0 Fumez-vous ? 

REGULIEREMENT /_/ 

DE TEMPS EN TEMPS /_/ 

JAMAIS /_/ 

2.0 Vous interessez-vous professionnellement & la question "tabac" d’une 
facon ou d’une autre (effet direct, Fumee ambiante du Tabac, loi 
Evin...)? 

BEAUCOUP /_/ 

MOYENNEMENT / J 

PAS DU TOUT j J (arretez le questionnaire) 


3.0 Quelle reaction avez-vous face aux points suivants ? (3 = Tout a fait 
d’accord; 2 = d’accord; 1 = pas du tout d’accord ; 0 = NSP) 

3 2 10 


LA FUMEE AMBIANTE DU TABAC EST UN GRAVE 
PROBLEME ACTUEL 

LE TABAC DOIT ETRE INTERDIT DANS CERTAINS 
UEUX PUBUCS - TRANSPORTS 

- LIEU DE TRAVAIL 

- RESTAURANTS 

- ECOLES/EDUCATION 

- AUTRES 

LA UBERTE DU NON FUMEUR N’A D’EGALE QUE 
CELLE DU FUMEUR 

L’ETAT DOIT ETRE INTRANSIGEANT FACE A LA 
QUESTION DE L’ 

UN PRODUCTEUR DE CIGARETTES EST CREDIBLE 
LORSQU’IL DIFFUSE L’lNFORMATION 

UNE MISSION D’ETUDE DANS LES CENTRES 
DE RECHERCHE SUR LE TABAC PEUT AIDER 
A CERNER LA VERITE 
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3 2 10 


LES GROUPES DE PRESSION ANTI-TABAC 
SONT NECESSAIRES POUR DEFENDRE LES DROITS 
DES NON FUMEURS 

LES METHODES AMERICAINES FACE A L’ 

SONT TROP EXTREMES ET PEU ADPATEES A LA 
MENTAUTE FRANCAISE 

LE POINT DE VUE DES PRODUCTEURS EST 
IMPORTANT 

U EVIN, INTERDISANT TOUTE FORME DE 
PUBUCITE POUR LE TABAC, EST JUSTE 

IL N’EST PAS PROUVE QUE IA PUBUCITE AIT 
UN EFFET SUR LA CONSOMMATION DE CIGARETTES 

L’AUGMENTATION DE 15% PREVUE POUR LE TABAC 
EST JUSTIFIEE 


4.0 Seriez-vous interesse par un voyage de presse chez un producteur de 
cigarettes ? 

OUI /_/ 

NON /_/ 


5.0 Au cours de ce voyage, quels sujets aimeriez-vous aborder avec ies 
producteurs de cigarettes ? 



6.0 Pensez-vous que ce sujet pourrait faire I’objet d’un article ? 
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6.2.4 Synthesis and Analysis of the Responses 

The synthesis of the interviews of the journalists selected in section 
6.2.2 shows certain contradictions. Their remarks have enabled us to 
make the following analysis: 

. Reactions Concerning the issue 

50% of the journalists consider the issue to be a serious social and 
public health problem. 

At the same time the majority are not in favour of a total ban on 
smoking in certain public places. The majority of those interviewed 
believe that certain measures could be adopted to facilitate smoker and 
non-smoker cohabitation. Public places such as restaurants, 
transportation and work stations should be fairly lax towards smokers 
whereas most journalists believed schools, hospitals etc should ban 
smoking altogether. 

A key point is that 80% of the journalists are in favour of the individual 
freedom of smokers as well as of non-smokers (50% of these 
journalists are non-smokers). Only the issue of young people remains 
of primordial importance, as none of the journalists is in favour of 
smoking and inciting young people to smoke. 

Contrary to the previous analysis, the journalists believe that the State 
nevertheless should strictly legislate this matter (75% are in favour of 
a restrictive legislation) even if American methods towards ETS are 
considered by the journalists as extremely abusive and unsuitable for 
France. 


Reactions towards cigarette manufacturers 

Even if the majority of journalists, and in particular the economic and 
social journalists, admit that the manufacturers’ point of view is 
important and worthy of interest, half of those interviewed doubt the 
objectivity and quality of information given by the manufacturer. The 
majority would nevertheless be prepared to change their minds if the 
information given appeared serious and reliable. 

The manufacturer-communicator paradox, in other words profitability vs 
public health, puts the manufacturer in an awkward position with 
journalists. The journalists most doubtful about the quality of 
information are of course those specialised in the medical press and 
in particular doctors who, with a few rare exceptions, find it completely 
unacceptable to receive medical information from a cigarette 
manufacturer. 
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A study mission to a toB&tf§<PlfedSitf &h centre would interest 60% of the 
journalists specialised in health. This is contradictory to the previous 
answers. It can, however, be explained : if the manufacturer is forced 
for economic reasons to give information in his favour, the majority 
consider that, as the manufacturers are best acquainted with their 
products, they could obtain information which would complete that 
which is already at their disposal. 


The types of information from the manufacturers which would be of 
most interest to journalists are that which concerns new products and 
economic implications of the various legislations concerning tobacco 
and ETS. Only one journalist would be receptive towards information 
concerning the consequences of tobacco on health. 

Economic information interests most of the journalists and from various 
points of view: the reconversion of manufacturers, the effects of the law 
on the environment and on advertising and lobbying activities on behalf 
of the manufacturers. 


. Reactions towards advertising and the price of 
cigarettes 

Apart from the implied economic considerations, the journalists view the 
"loi Evin" as a just and courageous step on behalf of the government 
even if the majority admits that advertising has no effect on the 
consumption of cigarettes, with the exception of young people. 

One of the main interests expressed by the economic journalists would 
be to find out the precise consequences of such a legislation for 
tobacco manufacturers in economic terms. How are they to diversify 
their production ? 

Half of the journalists are however in favour (50% answered yes) of an 
increase in cigarette prices anticipated for October as, according to 
them, young people would be most affected by this. The other half of 
the journalists believe that such an increase would have no effect upon 
cigarette consumption, in particular as concerns young people. 
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TO 
I F 1 

ThemesHd^IMtgr^Mjr journalists 

The themes which are of the most interest to journalists may be 
grouped under three sections: 

Public Health 

* Cigarettes/Health relationship amongst young people 

* Research work on the subject of health 

* Preventive possibilities 

* Possible substitutes for tobacco 

Economy 

* Evaluation of smoking and anti-smoking lobby campaigns and 
how they work 

* Reconversion foreseen by manufacturers 

* How a manufacturer can survive a decrease in consumption 

* The manufacture of a cigarette 

* The positioning of the manufacturers on the market and the 
consequences of the “loi Evin" 

Social 


* Evolution of mentalities vis a vis smoking 

* Social phenomena of smoking 
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RUDER-FINN 

6.2.5 Ruder Finn’s Recommendations 

The journalists on the list in 6.2.2 were not all interviewed owing to the 
limited time frame. The opinions noted below are from interviews of 
various journalists. The questionnaires of each journalist will not be 
included in the annex, as the agency was forced to respect anonymity 
at the request of certain journalists. 

The opinions below are noted journalist by journalist; the final list will 
be evaluated with a view to the interest shown by the journalist towards 
the following questions: reaction towards information given by the 
manufacturer, interest in relation to the tobacco interest and possibility 
of an article as follow-up to a press trip. 

The journalists who seem the most interested in a press trip and the 
most receptive towards information from manufacturers are underlined. 

Without wishing to be too categoric, the journalists underlined would 
also be those most likely to produce an article following a press trip. 
The information given by the manufacturer would stand more chance 
of being used as material for an article if it were reliable and 
newsworthy (a new legislation, report on the Envin l_aw, a new type of 
low-tar cigarette, new effects on tobacco consumption...). 


NAME AND PUBLICATION 


OPINION 


RESEARCH THEME FOR ARTICLE 


Jean-Pierre Boursler 
Liberation 


Elisabeth Rochard 
La Tribune de 1’Expansion 

Patrick Cotide 
Le Point 

Claire Bommeiaer 
LTJsine NouveUe 

C6cile Done 
L'Expansion 

Genevieve Dupoux-Verneuil 
Le Nouvel Economist 

Michel Roland 
A pour Affaires 

Catherine Lelievre 
Prima 

Frangoise Condat 
Biba 

Marie-Anqe d'Adler 
L*Ev6nement du Jeudi 


Parfaitement r6fractaire k un voyage 
de presse pour 6viter des liens avec ie 
fabricant et conserver son objectivite 

11 n’est pas question d’un voyage de presse 


Semble ouvert sur un voyage sans §tre 
vraiment exceptionnellement interesse 

Trfes ouvert si le voyage est bien cib!6 


A d6je fait un voyage pour PM - ne veut pas 
recommencer 

Ne veut pas faire un voyage de presse 


Accepts voyage en fonction du th&me 


Tr&s partante pour un voyage de presse 


Ne veut pas faire un voyage de presse 


Tr&s partante si information fiable et nouveiie 


Questions de lobby et modes 
de fo notion ne me nt 

Lobby et positionnement 
Aspect social du tabac 


Aspect Sconomique 
Reconversion des producteurs 


L’activit6 6conomique de PM (Evolution du 
march6, la gestion de PM) 

La nocivit6 du tabac, aspect social et 
prospective 

SantG et tabac 


La recherche, Evolution et tendances du 
secteur 

Techniques sur le march6 et cigarette en 
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OPINION 


NAME AND PUBUCATION 


TO 

UeJ 

RUDER'FINN p.nM,, 

RESEARCH THEME FOR ARTICLE 


Francois Le Bryn 

L’Usine Nouveiie 

Tout & fait 

La reconversion des fabricants et leur influence 
grandissante dans I’agroalimentalre 

tAAn-Michel Bezat 

Les Echos 

Tout & fait mais recontre avec les dirigeants 
aussi int6ressante 

Reconversion des fabricants 

R6n6dicte Eoin6 

Us Echos 

Oui, bien sur (article si nouveaute) 

Consequences de la lot Evin (biian) 
et reconversion des fabricants 

Frangois Charpentier 

La Tribune de I’Expansion 

Eventuellement int6ress6 

Centre de recherche sur le tabac 

Frank Nauchy 

Le Monde 

A priori interesse 

Consequences economiques des mesures de 
prevention 

G6rard Badou 

L’Express 

Tout k fait si reformation argumentee 

Rapport fabricants/sante publique (jeunes) 

Mara n’Guven 

Le Quotidian du M6dedn 

Tr&s interesse 

C6te scientifique 

Josette Rousselet Blanc 

Le Figaro 

Oui, tout k fait 

L’ensemble des probiemes de sante H6s au 
tabac si objectif 

Michel Guennerin 

Avenir et Sante 

Vivement interesse par un voyage de presse 

Fabrication d’une cigarette 

Sante et cigarette 

Camille Kurz 

Impact M6dea'n 

Pas d'int6r§t pas un voyage de presse car les 
scientifiques et m6decins sont seuls cr6dibles 

Travaux de recherche et statistiques 

Michdle Bietry 

Le Figaro 

Pourquoi pas un voyage de presse 

Produits substitut au tabac 

Reorganisation economique des fabricants 

Dc Moniaue Vtay 

U Figaro 

Pourquoi pas (pas d’article, pas de voyage) 

Evolution des mentalites 

Evaluation des campagnes anti-tabac 

Sera© Benaderet 

Panorama du M6decin 

Ne peut pas refuser une information 

Sante publique/tabac 

Philippe Cousin 

Science et Vie 

Ne veut pas de voyage de presse 

Aucune id6e 

Philippe Eveillard 

Panorama du M&Jecin 

Voyage pas assez specialise 

Travaux medicaux purs 
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7.0 RUDER FINN TEAM FOR PHILIP MORRIS 
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RUDER-FINN 

7.0 RUDER FINN TEAM FOR PHILIP MORRIS 

The Ruder Finn team for Philip Morris France would be led by Judith Symonds, 
Directeur General of Ruder Finn France and head of Ruder Finn’s European 
network. Judith has over ten years experience in European public affairs and is a 
recognised specialist in lobbying in France as a founding member of the newly 
created Association frangaise des conseils en Lobbying (AFCL) and a Professor at 
the Institut d’Etudes Politiques de Paris, where she .gives their first course on the 
history and practice of lobbying. The Account Manager would be Anne 
Longchampt, who has specialised in European-wide lobbying accounts since joining 
Ruder Finn at the beginning of 1990. Additional members of the team are Vincent 
Courtier, an Account Manager in the Paris office and William F. Rhatican, Senior Vice 
President of Ruder Finn’s Washington. Bill Rhatican, an advisor to the Tobacco 
Institute in Washington, DC with experience in several pro-tobacco campaigns, will 
serve as special consultant on smoking issues to the French team. Biographies are 
attached in Annexe 9.2. 
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8.0 PRELIMtNARY BUDGET 
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RUDER-FINN 

8.0 PRELIMINARY BUDGET 

This preliminary budget proposal was made with the understanding that the 
programme would begin in 1991, and would, therefore , would have a an intensive 
level of activity both in setting up the programme, both in regard to and the 
demands of the "loi Evin.” 

Given the preliminary nature of this proposal and that the scope of activities has not 
yet been defined, we have only made a monthly fee estimate. This estimate is 
based on the amount of time that would be spent to implement the type of 
programme outlined in the proposal. It will be adjusted according to the final 
programme parameters. 

The monthly fee would include the following activities: strategic counselling, 
monitoring, establishment of a crisis communications plan, organisation of an 
institutionalised lobbying campaign, media relations. It includes, also, all preliminary 
research and contacts with potential allies, supporters and experts. 

Excluded from the monthly fee are complementary projects such as conference 
organisation, audits, sponsoring activities for which separate budgets will be 
prepared and agreed with Philip Morris in advance. 



Expense will be rebilled at cost except for design and production activities. 


Monthly fee estimate: 


FF120,000.00 


»v> 

07 

o 
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9.0 ANNEXES 

9.1 RUDER FINN EXPERIENCE 

9.2 BIOGRAPHIES 

9.3 CASE STUDIES 
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RUDER-FINN 

9.1 RUDER FINN: EXPERIENCE 

Ruder Finn is a strategic counselling agency specialising in several aspects 
of public relations with a particular focus on corporate communications, 
international programmes, lobbying, financial communications and investor 
relations. In addition the agency is recognised for its expertise in the areas 
of product marketing, pharmaceuticals, hi-tech; and environment. 

Ruder Finn France is the coordination centre for the firm’s European network. 
The network includes associates in Belgium, Germany, Italy, Holland, Spain, 
Switzerland and throughout Scandinavia. Ruder Finn’s European associates 
are all specialists in their national markets. Since its establishment, Ruder 
Finn has conducted several European-wide programmes with its network 
affiliates in the areas of lobbying, corporate communications and financial 
relations. 

Ruder Finn began its operations in France in January 1990 after successfully 
launching its first European office in London in 1988. 

The following major institutions are among Ruder Finn’s clients in Europe: 
Paribas, Compagnie Bancaire, L’Association des anciens eleves de I’Ecole des 
Hautes Etudes Commerciales (HEC), Axa Midi Assurances, la Fondation pour 
le Developpement de I’Agriculture Polonaise (FDPA) and la Confederation 
Europeenne des Producteurs de Mai's (CEPM) for which Ruder Finn is 
operating an important lobbying campaign throughout Europe. The 
international communication programmes undertaken on behalf of these clients 
are numerous : corporate communication, lobbying, product marketing, 
cultural communication and business to business. 

With offices in New York, Washington, Chicago, Los Angeles, New Orleans, 
Toronto, London and an associates network all over the world, Ruder Finn is 
one of the top three independent international communication groups. 
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RUDER-FINN 


JUDITH SYMONDS 

Senior Vice President, Ruder Finn, Inc. 
Managing Director, Ruder Finn France 


Judith Symonds is the Managing Director of Ruder Finn. France and Head of Ruder 
Finn’s European Network. 

Judith has extensive experience in all aspects of international public relations and 
public affairs including strategic corporate positioning counselling, crisis 
communication, investor relations, media relations, inter-government relations, 
relations with international institutions, sponsorship and fund raising. 

Her speciality concentration areas are : agribusiness, financial services, international 
trade issues, deregulation and the not-for-profit sector. 

Some of her current clients include : the Paribas Group, Compagnie Bancaire, the 
MTN Coalition, Electricite de France, The Association des Hautes Etudes 
Commerciaies (HEC), the Confederation Europeenne des Producteurs de Mai's and 
the Foundation for the Development of Polish Agriculture. 

Prior to establishing Ruder Finn France in January 1990, Judith started Ruder Finn’s 
London operations in December 1988. She came to Ruder Finn from her position 
as Executive Director of the European Strategy Counsel, a consortium specialising 
in single market strategies. Her other UK positions were Director of Investor 
Relations at the Maxwell Communications Group and Vice-President for Corporate 
Communications - Europe for Drexel Burnham Lambert Inc. 

While based in Paris during the first half of the eighties as an independent 
consultant, she worked for the Caisse National de Credit Agricole, Salomon Brothers 
and the Ministries of Industry, Finance and Agriculture and held the following 
positions : Director of International Programmes and Development for the Atlantic 
Institute for International Affairs, Representative in France for the German Marshall 
Fund of the US and consultant to the Organisation for Economic Cooperation and 
Development (OECD). 

Before moving to France, Judith worked in New York City for the New York State 
Urban Development Corporation, developing their Federal Grant programme and 
served as an advisor in fund raising and development to the American University in 
Cairo, the French-American Foundation and the New York Zoological Society among 
others. 

Judith Symonds is a graduate of Stanford University. 
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RUDER'FINN 


WILLIAM F RHATICAN 
Senior Vice President/Creative Director 
Washington Communications Group/Ruder Finn 


Bill Rhatican, Senior Vice President/Creative Director in~the Washington office of 
Ruder Finn, has more than twenty years of public relations and public affairs 
experience in the federal government and the private sector in Washington. 

He has held senior positions on the White House staffs of two Presidents of the 
United States and has been a senior advisor to and spokesman for Cabinet officers 
in three major departments of the US Government, the departments of treasury, 
Commerce and Interior. 

He created, staffed and directed the External Relations office of the then newly- 
authorised US Synthetic Fuels Corporation, the Congressionally-mandated quasi- 
governmental office established to encourage the private sector to enter the synthetic 
fuels market. Bill’s office was responsible for ail relations with the US congress, 
governors and local officials, the energy industry, the media and the environmental 
community. 

As a member of the White House staffs of Presidents Nixon and Ford, Bill created 
and implemented media strategies for a variety of domestic and foreign policy 
initiatives. While spokesman for the US Department of Treasury, Bill dealt with the 
international financial press on behalf of the US government and interpreted US 
economic policy for the international and domestic media. 

He is recognised by the US Department of State as an expert n marketing concepts 
and ideas and regularly appears as a principal speaker for the State Department at 
media seminars. He is a frequent guest on USIA’s international television interview 
show "Worldnet" and an active State Department-sponsored counsellor on media 
relations to governments in Central and South America. 

Bill is credited by William Safire of the New York Times as being the creator, in 
1980, of "Soundbite", now one of the most commonly used political terms in the 
country. He is a graduate of Seton Hall University, with a degree in Education and 
majors in American History and English. 
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RUDER* FINN 


ANNE LONGCHAMPT 
Account Executive 


Anne Longchampt became a member of Ruder Finn France in January 1990. 

Prior to this, Anne Longchampt spent 6 months at Cadbury Schweppes in Paris, 
where she undertook an audit of the company’s communication activities and 
recommended a long term corporate communication policy, specifically on 
sponsoring. She has spent several training periods in the field of finance, 
management control and marketing. 

She graduated from HEC in October 1989 after receiving her Doctorate in Marketing 
from the University of Paris-Dauphine and her Master’s degree in Business 
Management from the University of Paris-Assas. 
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RUDER-FINN 


VINCENT COURTIER 
Chef de Groupe 
Ruder Finn France 


Chef de Groupe chez Ruder Finn depuis juin 1990, Vincent Courtier est responsable 
de la gestion des relations presse du Laboratoire Novo Nordisk Pharmaceutique, de 
Porganisation et des relations presse europeenne du Symposium International sur 
le Cancer et le SIDA. II est egalement en charge de la coordination de la 
communication du Groupe Paribas et de la Compagnie Bancaire en Europe. 

II occupait precedemment les memes fonctions chez RSCG Corp. 

Apres avoir commence sa carriere en tant qu’assistant Charge de Budgets chez 
Information et Entreprise, agence conseil en Relations Publiques du Groupe Ogilvy 
and Mather a Bruxelles, Vincent Courtier fut ensuite Charge de Budgets au sein du 
Departement de Relations Publiques de I’agence MGTB, ou il etait responsable des 
budgets a caractere industries. 

II fut ensuite Chef de Groupe chez Affair’s, agence conseil en Relations Publiques 
specialises dans les secteurs industries et pharmaceutiques. II gera ainsi pendant 
trois ans des campagnes d’information a usage des prescripteurs et du corps 
medical pour les Laboratoires Pharmaceutiques Goupil, puis les Laboratoires 
Pharmaceutiques Bergaderm. II prepara de nombreux dossiers d’information destines 
aux medecins et a la presse medicate et participa activement a I’organisation d’un 
Symposium pour les dermatologues. 

Chez Affair’s, il etait egalement en charge des budgets industries de Business to 
Business, notamment pour BASF P+E et le Syndicat Frangais des Producteurs de 
Laines Minerales. 

II est titulaire d’un DEA en Histoire Contemporaine a I’Universite de Lille III. 
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